
II Conclusions

number change is necessary and therefore do not seem to be relevant to the decision to adopt number

portability.

• In addition to having these basic expectations of a new local provider, residences also have these

requirements if they are considering their existing long distance company for local service and may

choose a different company If they are not satisfied with their current long distance company. While the

majority of AT&T long distance customers (75%) would also select AT&T for local and toll, only one-third

(35%) of MCI customers and not quite half (44%) of Sprint customers would choose their existing carrier

for local and toll services, implying a certain level of dissatisfaction with these companies.

DIfference' bttween Typt. of AnldtnceJ

•

•

•

•

•

To some surprise, the Low Income segment did not show substantial differences from the total residence

population. In general, they were slightly less likely to switch in any given situation, even if considerable

discounts were involved.

The segment of residence customers most impacted by the availability of number portability is those who

work at home. While the increase in percent of residences willing to switch without versus with number

portability is +13 across all customers, the increase among the work at home segment is +18, suggesting

they are more sensitive to a number change. However, with number portability, over half of this segment

(54%) is Willing to switch (assuming long distance company and 15% discount).

In general, younger customers are more willing to switch local access providers regardless of whether

number portability is available or not. Likewise. larger households are also more likely to switch than

smaller households. Additionally, availability of number portability has more impact on smaller

households (1 or 2 people), suggesting that members of this segment place more value on keeping their

telephone numbers.

Similarly, households with higher monthly telephone bills are more likely to switch overall, but are less

sensitive to having their number changed. The same holds true for MCI and Sprint customers versus

AT&T customers.

Other than those differences, the "value" of the telephon9 number (as determined by the difference

between those who switch with or without a number change) does not differ much between different

types of residences. Past switching behavior and mobility variables do not differentiate customers as far

as the importance of keeping their number.
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• Conclusions

0IIw ,","""All on Willing"", to Switch

.. Although perceived by consumers as "perks" that must be accompanied by a discount on service, other

potential incentives to switch local access providers were also tested. Only a few of these seemed to

have much influence on the decision to switch, primarily "financial" incentives such as a 10% discount

on long distance service, free basic cable television service for 3 months, a $35 check or free call

waiting for 1 year. These incentives would only strong!y impact about one-fifth of all consumers.
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• Detailed Findings· Qualitative Phase

Undlrltlnd'nq of pptlntilll.ocli AGetI. Competition

When the focus group participants were first presented with the concept of local access and toll

competition, there was some initial confusion and concem. Most of the concerns raised regarded

the potential impacts a service provider change would have on other aspects of their existing

telephone service. For example, there were questions about how long distance services would be

affected if a customer switched from Pacific Bell. More rudimentary concerns were raised

regarding repairs, the availability of calling cards, and whether or not their number would still be

listed in the White Pages directory or available through Directory Assistance (411).

In addition, there was a great deal of confusion about the differences between "Iocar and "toll"

calls. While customers understood that there was a difference, they could not accurately define the

distinguishing characteristics of an intraLATA toll call (e.g., miles from the household, area codes,

townships, prefixes, etc.), although most agreed that they were the "expensive" calls on their

Pacific Bell bill. Consequently, most participants felt it was very confusing to have different

discounting for local access versus toll services because it would be impossible for them to know

which calls were which. As a result. it became necessary to describe a discount as a percentage

less than whatever a residence customer pays their local telephone company now (in total), rather

than discounting specific aspects of the service. This important finding became the basis for the

discount attributes in the quantitative study.

It also was apparent that a certain amount of education and clarification was necessary for the

participants to understand how local access competition and switching providers would affect them

as a residential customer. When a new competitor enters the market, it is likely that they would

educate potential customers about the local telecommunications environment and explain the

impact of switching prOViders so as to simplify their sale. As a result, the quantitative survey was

designed to simulate a "competitive pitch" as cloaely as possible by clearly defining the present

local telecommunications environment, describing CPUC changes, and minimizing confusion by

delineating those telecommunications services that would be unaffected by switching providers.
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• Detailed Findings· Qualitative Phase

WI...... to Chan. Local teen. ProYider or Telephone Number

Several issues regarding a residence's willingness to switch its provider or phone number were

raised by the participants or uncovered during the groups. Most importantly, a residence's

willingness to switch, in general, seemed most st~ngly related to the discount offered. Almost all

participants assumed there would be a discount involved with switching even before a number

change was mentioned. Many participants showed some savvy in dealing with telecommunications

companies by bargaining for a higher discount. In fact, several mentioned how they used offers

from other long distance companies to negotiate a better price from their existing company. All

also assumed there would be no cost to them for switching.

Other than discount, there were some interesting reasons why customers would be willing to switch

local service providers. Some participants were willing to switch without any discount to

consolidate their telecommunications services with one company. Those customers pointed to the

advantages of a "single point of contacr being simplified and uncomplicated, like the "way things

used to be." A few felt that the entire telecommunications industry had become too confusing

since the breakup of AT&T.

On the other hand, most other participants felt that local competition would be positive for

consumers ("Competition is a healthy, American thing"). Some even went as far as saying they

would be willing to switch because they no longer wanted to have service from Pacific Bell

("They've been ripping us off for years").

Despite the perspeclive participants had, most agreed that they would need to know the exact offer

before switching and that the new service wo~!d have to be as good as Pacific Bell's to be

considered. Once these concerns were addressed and a discount level was "accepted" by

participants, the concept of number change was introduced. For the most part, there was not too

much "r9-negotiating" on the part of participants, and the majority indicated they would still switch.

However, some new concerns were raised. Primarily, all participants assumed there would be a

number change announcement similar to what exists now. In addition, many participants wondered

what would happen if they switched providers, changed numbers and then decided to switch back

(for example, if savings were not realized or the quality of service was inadequate). Since

consumers are aware that they can usually switch back to their original long distance company at

no cost, they would want the same flexibility for local and toll services. However, if number

changes were required each time they switched, participants felt it could be extremely confusing;

some even worried that there would not be any telephone numbers left.

Page 20

_CONSTAT
~EASTATISTICS



• Detailed Findings· Qualitative Phase

InflUlDCU on Willing.... to ChIn- Local Aeeeu provl.r

After discussing the major issues surrounding local competition and a potential number change,

participants were asked to suggest incentives that would motivate them to switch local access

providers. Invariably, respondents immediately mentioned a discount off of their local, toll or long

distance service. However, to ensure that all possible options were explored and then to narrow

the field of incentives to be evaluated in the quantitative phase, an inventory of potential ince~tives

and/or number change mitigators were evaluated in the qualitative phase. The list of incentives

tested are shown below.

As mentioned before, the discount or savings on Iocalltoll service and the type of service provider

would influence most participants' decision to switch. The service provider was particularly

important to some participants, and there was generally a strong resistance to switch to an

"unknown" brand unless the company offered the same level of customer service, service quality, a

"proven track record", and brand familiarity that they currently have.

Influence of IncentivelllMltisatorB on Willingness to Chlln. Access Provider

High Medium Low

• Discount on localltoll service

• Discount on long distance service

• service Provider:
Long Distance Company
Other Telecommunications Company
Cable TV Provider (depends on provider)

• Announcement of Number Change

• Announcement and Automatic Transfer

• Duration of AnnouncementfTransfer

• Ability to customize announcement

• J=ree Call Waiting for 1 year

• A $35 check

• SaVings on cable television service

" Free telephone set

" Discount for 1-year contract

,/

,/

,/

,/

,/

,/

,/

,/

,/

./
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II Detailed Findings· Qualitative Phase

In addition, some participants were unwilling to switch their local and toll service without some type

of "money-back guarantee" or trial period after which they could retum to Pacific Bell without

penalty. Others also wondered about the "local presence" of a provider and questioned how a

national long distance company could effectively provide local service.

When evaluating a cable television company as a potential provider of telecommunications

services, the reactions were mixed and depended upon the type of service relationship a

participant had with the current cable provider. While many participants would not even consider a

cable company because of a "bad experience," customers who had had limited problems with their

cable provider would consider switching their local and toll telephone services. For these
"

customers, free cable television offers (e.g., basic subscription or premium channel) had

substantial influence on their willingness to switch. However, the viability of a cable company

offering long distance service presented a conflict, as some participants perceived cable

companies as "local" or "regionar entities.

In terms of the impact on their telephone number, while a standard number change announcement

would be a requirement for participants to change numbers, an announcement with transfer, and

the dyration of the announcement or transfer were less important. Having the call transferred

automatically after the announcement was relatively appealing, however, the opportunity to

customize an announcement did not seem necessary to most residential participants. Additionally,

most participants felt that the announcement for 6 months was sufficient for their needs. Although

some participants responded favorably to a longer duration for the announcement, this was not

likely to greatly influence their decision to switch local access providers.

Of limited influence on a participant's decision to switch local access providers was the offer of a

free telephone set. However, it should be noted that some participants were willing to switch if the

free phone was a cellular phone. Also of limited influence was a discount on services if locked into

a one-year contract. While customers were drawn to the potential discount offered, there was a

great deal of hesitancy to "commir contractually to a company for one year because other

telephone companies might have better prices in the interim.
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• Detailed Findings· Qualitative Phase

While other incentives and marketing tactics could be used by actual entrants into the local

telephone market, It would have been impossible to test all potential incentives and/or mitigators to

a phone number change. Additionally, all consumers, when offered a "perk: will respond

positively, even though there may be no significan~ impact on their final decision. Regardless, the

evaluation of marketing strategies to mitigate a phone number change was not an objective of this

research study. From the discussion surrounding these incentives, the major Issues were

determined and included in the quantitative phase, specifically, the discount on localltoll service,

the service provider and type of services offered and the type of number change announcement.
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• Detailed Findings - Quantitative Phase

The following section covers the findings from the second, quantitative phase of the research, and is

categorized as follows:

• Current Telecommunications Environment

• Impact of Elements on Willingness to Switch Providers

Technological Solutions

-Brand" and Service Bundling

Discounts

• Trade-off Between Service Discount and Number Portability

• Willingness to Pay to Keep Telephone Number

• Value of Number Portability by Residence Characteristics

• Impact of Other Elements on Likelihood to Switch Providers

• Preferred Provider for Local Access

• Impact of Referral Announcement on Calling Behavior

In most sections, the results have been reported by "Total" (random sample of all Pacific Bell customers)

and "Low Income" (Universal Lifeline qualifications). As shown in the Sample Design section, there is some

overlap between these groups. However, the "Total" segment reflects the actual proportion of Low Income

customers that is found in the population.

The follOWing two pages provide a brief summary of the telecommunications environment among thE'!

survey respondents.
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• Current Telecommunications Environment

Low Incgme Onlv

""-'Age 45.2 years old 48.2 years old

Ave...ge Houeehold SIze 2.7 persons 2.5 persons

Median HOUHhoid Income $40,483 $10,044

Have more than one line 23% 0%-

Have an unilited number 36% 42%

Work at Home 20% 4%

Own their relldence (versus rent) 62% 43%

Ave...ge Total Monthly Bill $59.50 $49.10

Ave...ge Long Distance Bill $30.70 $26.10

Un of CUltom Camnq Futures

- Call Waiting 40% 37%

- Call Forwarding 6% 5%

- Three Way Calling 5% 5%

- Voice Mail 7% 1%

Likely to Move Within Next 2 Years 33% 29%

Ever Changed Telephone Number 64% 55%

Ave...ge Years with Current Number 7.0 4.6

Ever Switched Long Diltance carrier 37%· 31%

Use Remote Call Forwarding 2% 3%

Have Cable Television 63% 42%

(n-447)

- By nature of screening qualifications

(n=119)
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• Current Telecommunications Environment

Current Long Distance Vendor ,

Low Income Only

Don't
Know

4%

(n-W)

Mel
15%

AT&T
72%

Mel
12%

SprInt
3%

Other
5%

Don't
Know

8%

The long distance providers used by the residence respondents generally reflect the composition of the

long distance market shares garnered by AT&T, Mel and Sprint.
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The majority of residential customers are satisfied with the service they receive from Pacific Bell and from

their current long distance vendor. However,less than half (48%) of the respondents who use MCI were

"very satisfied" with their service, suggesting that MCI customers have less loyalty to MCI in general, and

may be more prone to switching carriers. On the other hand, satisfaction with AT&T (80%) is somewhat

higher than satisfaction with Pacific Bell (70%), a finding that could influence Iikelihooci of SWitching to AT&T

tor local service as well.
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• Impact of Elements on Willingness to Switch Providers

The following Section outlines the relative Influence of each of the major Items that were Included in the

conjoint analysis. By holding all but one element constant, the influence of each element can be

determined.

For consistency, a probable scenario was selected as the baseline for these comparisons. This scenario is:

a long distance company offering local, toll and long distance services at a 15% discount (on local and toll),

requiring a number change and an announcement for 6 months.

The results show both the percent of all. residences and the percent of Low Income residences that are

willing to switch under any given scenario.
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• Impact of Technological Solutions

"ncumbent Long Diatance Company Off-. service for 15% Dlacount *_
I-e-Total (n-447) --Low Income Only (0=119)1

80%

4I'lfo
50%

~....... 01 40% II'Iro II'Iro 37%
Pnlltl_

I I •tllatwould......... 30"10 14'" 34'" H'll. 34'"
awIIchIng

20%

10%

0%

~ Announclement Announcement AnrIounoemMlt Number
Only For I Only For 1 Plu8T,....., Plu8T......,. Pon.bllity

IIontIIa v.... For IIIontIIa For 1 YMr

(percent awltch ac.": 4875%.31150%. WI'll.. 1.o'll.)

The various technological solutions offered to mitigate a number change - from a standard announcement

for 6 months to an announcement with transfer for 1 year - have relatively little impact on likelihood to

switch local telephone providers. Regardless of the technological solution type or its duration. more than

one-third (36%) of residence customers would consider switching~a number change occurred.

However, if number portability was available with this offer (long distance company and 15% discount), half

(49%) of all residences would consider switching.

* Results for additional discount levels included in Appendix
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• Impact of liBrand" and Service Bundling

Ic.mer offen 15% Discount and Announcement Only for 6 Month. *_
I-e-Total (n-447) Low Income Only (n=119~

6Q01o

50%

Pwaentof 40%
....1...1Oft

ttl8twould
3()01o

COMIder • •awltching
2ft, 27%

20%

10%

0%

C8b1eTV c.bIeTV

Offw8LooaI
MdToIlOnIy

(Percent awttch RIle: 4_75%, 3a5O%, 2a25%, 1110%)

0IIwa Loc8I,
Toll Md Long

DIet8nce

Analher Another Curntnt
TIIcom Telecom Long

CompMy Company Dlatenc:e

CC!rPnY
OffenLooaI Offw8Loc81, Offen Loc8I,
MCI Toll Only ToIlMdLonIl Toll ... Lonll

Dlatance Dlatance

While it appears that the incumbent long distance company may have a slight advantage in the local

telecommunications market (36% would switch with a 15% discount and number change), residence

customers are almost as willing to switch to a different telecommunications provider when bundled services

are offered (32%). Without bundled services, one-quarter (27%) would consider switching to another

telecommunications company, revealing a preference among residence customers for bundled services.

However, the perceived advantage of a "single point of contact" for telecommunications is muted when

o~ered by a cable television company (27%), suggesting that consumers may not perceive cable

companies as credible sources for their long distance telecommunications needs.

• Results for additional discount levels included in Appendix
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• Impact of Discounts

Incumbent Long Dtst8nce Company with Announcement Only ForJ
Months

1.....-Total (0-447) _ Low Income Only (n=119)1

60%

50%

Pwoentof
R......... 40%
lhatwould
ClOIWIcIer 30%
lIWIIchlng

20%

11%

10%

0"10

s.me
PrIce

...
5%

LAM
l&-k
Len

25%
Leas

(Pwcent nritch .e11I.: "'75%, 3dO%, 2a2I%. 1.0%)
(Note: ......".. for 10% ..... and 20% LMs...1nter'pcMtecl fram data collected).

Discounts on local and toll service have a high impact on a residence's likelihood to switch local providers

and seem to overcome the issue of number portability. While one-quarter (25%) of residences are likely to

switch for a 5% discount, close to half (43%) would consider switching for a 25% discount even with a

number change. The response to discounting was very similar among the total respondents and the Low

Income respondents.

In addition about one-fifth (19%) of residence customers would switch companies without any discount at

~ and with a nymber change. most likely for reasons mentioned in the focus groups, such as a "singh:~

point of contact" or to "get away" from Pacific Bell.
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• Impact of Discounts

25%
J.m

15%
J.m

5%
J.m

Another Telecom Company

- Local, Toll and Long Dl8tance
- Local and Toll Only

14%

9%

21%

16%

32%

27%

38%

33%

cable TV Company

- Local, Toll and Long Distance

- Local and Toll Only

10%

8%

17%

15%

27%

26%

Another Telecom Company

- Local, Toll and Long Distance 14% 21% 30% 36%

- Local and Toll Only 11% 170k 26% 32%

Cable TV Company

- Local, Toll and Long Distance 12% 18% 270k 33%

- Local and Toll Only 10% 16% 26% 32%

(Percent lIWItch .C81e: 4-75%, 3dO%, h2ft0. 1.n.)

Regardless of the "brand" of provider, the impact of discounting is approximately the same among the total

customer base. With a 25% discount, 24% more customers are likely to switch than at parity (e.g., 38%

versus 14% for another telecommunications company; 34% versus 10% for a cable television company).

However, there is an inttlraction between brand and service bundling. While another telecommunications

company is slightly more appealing when offering local, toll and long distance services, a cable television

company would gamer relatively the same amount of customers, with or Without bundled services.
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• Impact of Discounts

IlncwMent Long Distil". Compllny with Number portabl'3
j-+-Total (n-447) _Low Income Only (n.119~

60%

50%

Pwoentof 40%A••__

that would
coneIder 30%
awttchlng 21%

20%

10%

0%

seme
PrIce

•
5%

Leu
15%
Leu

25%
Leas

cPw-t swttch 1QIe: 4875%. 3dO%, 21021%, 1110%)

(Hole: ....._ for 10% Lea lIl1d 20% Lea _lnteI1IO..... tram ..... colIect«I).

If number portability was enacted, almost one-third (32%) of the residence customers would consider

sWitching their local telephone company without any discount incentive. It would appear that current long

distance companies cou;d gain substantial market share by implementing a disc.ount strategy. as more than

one-half (56%) of all residences would consider switching if a 25% discount was offered. Additionally, since

the price curve levels somewhat at 15% less, this discount level would still create the potential to lose half

(49%) of Pacific Bell's residential customer base.

The relative impact of discounts on a Low Income customer's deci~ion to switch may be slightly less than

the total customel base, as the differential between the two groups widens between a 5% discount (35%

vs. 38% =-3 points) and a 25% discount (50% vs. 56% =-6 points).
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• Impact of Discounts

Same 5% 15% 25%
fIB Lui Lui Lui

Another Telecom Company

- Local, Toll and Long Distance 27% ~34% 45% 51%

- Local and Toll Only 23% 29% 400k 46%

cable TV Company

- Local, Toll and Long Distance 23% 30% 41% 47%

- Local and Toll Only 22% 28% 39% 45%

Another Telecom Company

- Local, Toll and Long Distance 25% 31% 40% 46%

- Local and Toll Only 21% 27% 36% 42%

Cable TV Company

- Local, Toll and Long Distance 22% 28% 38% 43%

- Local and Toll Only 20% 26% 36% 42%

(Pwcent awltch .c•.:4-75%,:a.IO%, 2a2I%, 1110%)

Other "brands" also benefit slightly if number portability is enacted. Over one-quarter (27%) would consider

switching at the same price if another telecommunications company offered bundled services compared to

one-third (32%) for a long distance carrier (see previous page). At parity, less than one-quarter would

switch to get bundled services from a cable television company (23%), or to get local and toll services~

(22%). Yet regardless of the "brand" of provider or the services bundled, the impact of discounts is

dramatic, with approximately one-quarter more customers switching for a 25% discount versus the same

price.
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• Trade off Between Service Discount and Number Portability

I-~--I-..-.TaI....~__-
- Total (n-447) -

~ot

R••ldInca 40"10
th8twoukl
......, 30"10
awltchlng

11%

10"10

I~HyI

AnnouncMMnt
only for 6
montha

0"10 4-----+-----+-----1......---01----+-----+------l
15%
Lea

......------- DiscountLevel------t.~
~ ......... 1OCId tIIephoM comp8IIy)

(Percent awItch ....: 40075%, a.IO%, 2oo2fto, 1.0%)

(Not.: .....uraa for 10% ..... ancl2O% ..... wwalntarpolalacl from data collactacl).

25%
Leu

Overall, the relative value of a residential telephone number is equivalent to approximately an 11 % discount

off local and toll services. If number portability was enacted, almost one·third (32%) would consider

switching to an incumbent long distance company If local and toll services were offered at the same orice

as the current local provider. To achieve this same result without number portability, an 11% discount

would be required.

From another perspective. the availability of number portability adds approximately one·tenth (13%) more

customers in any given situation (e.g., 32% versus 19% at same price; 56% V3rsUS 43% at 25% less).
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• Trade-off Between Service Discount and Number Portability

IncumbInt Long DIIt8nce Company
- LocIII, Toll .nd Long DIatImce Services -

- Low Income (n.119)-

P..-rtof
R••ld.noes 40%
thltwould
conaldlr 30"'"
.wttchlng

20%

10%
1"'

I~I
Announcement

only for 6
month.

O"k +-----+o-----I----.....I..tI-----+----O+-----+-----4
same
PrIce

5%
Lus

15%
Less

25%
Less

.....----- DiscountLevel------...~
('-nt .... then 10C8I telephone comp-.,y)

(Percent IWlteh scale: ...75%, a.&O%, 2aZS%' 1110%)

(Note: .....""" for 10% Leu encI2O%~.__ Interpolated from data collected).

Among Low Income customers, the discount required to overcome a telephone number change is slightly

less, and equivalent to a 9% discount off local and toll services. In this segment, adding number portability

will entice 10% more customers to switch than without number portability.
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• Trade-off Between Service Discount and Number Portability

I _T__ )-'-',TaII_,-__

- TotIIl (n-447) -
60%

50%

PM:entof
........noes 40%
that would
conekIer 30%
switching

20%

10%

51% Number
Portllbliity

I~

O%+----_+_----+---......j~---+_---_+_---_+_---__1

S8me
Price

5%
Leu

15%
Leu

25%
Lea.

...4..----- DI8countLeveI------I..~
~...... Joc* ....honecompeny)

(Percent MWltch .c:.le: 4&75%. 311IIO%, 2-2fto. 1.c1%)
(Note: .....uree for 10% Leu and 20% LN. wwelntwpo..... tram ella collected).

If number portability was available, 27% would switch to another telecommunications company offering

bundled services if offered at the same price as the current local access provider. To gamer the same

market penetration without number portability, an 11% discount would be required.
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• Trade-off Between Service Discount and Number Portability

50%

~of
R_III_ION 40%
thatwauld
0Gn8kIer 30%
switching

10%

Announcement
only for 6
months

0% +-----+---.......-----1.......---+----+-----+----1
S8me
Price

5%
Leu

15%
Leu

25%
Lns

.....------ DlscountLeveI-----.....~
(Percent .... then IoC8I telephone comp8ny)

(Percent awltch .c8Ie: 4_75%. 3.so%, 2-25%,1.0%)

(Note: Me..u,.. for 10% Le.. 8nd 20% Lea.... interpol8ted from dm collected).

When another telecommunications company offers local and toll services only, the amount of customers

willing to switch for no discount is slightly reduced, even with number portability (23% without versus 27%

with bundled services). However. the relative value of a residential telephone number remains the same,

as an 11 % discount will overcome the advantage of having number portability.
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• Trade-off Between service Discount and Number Portability

I ~1Y~ l:- Local, ToIl.mi Long Dlnmce Services

- TobIl (n-447) -

47'll. I~I41%

Announcement

34% only for 6
months

10% ~
0% ~---+----+-----+-l~---+-----+-----+------1

10%

50%

~of

AIIIIIII..... 40%
thIItwoutd
COIIIIider 30%
8Wftchlng

s.me
Price

15%
Leu

.......----- DI8countLewl------.....
("-'-nt ... thin Iocel ....hone company)

(~t awItch .caIe: _75%,311IO%, 21025%. 1.0%)

(Note: Me_urea for 10% Le.. and 20% L... __ Interpolated from data collected).

At parity, only 10% would switch to a cable television company offering bundled services if a number

change was required. However, with number portability, 23% would switch to a cable television company

at the same price as the local telephone company.
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• Trade-off Between Service Discount and Number Portability

. C8bIe TV CompIIny
- LoceI8nd Toll Only -

- Total (n-447)-

60%

50%

Pwcentof
A......llc.. 40%
th8twould
conekIer 30%
8Wltchlng

10%

45% Ip=~1
Announcem....t

32'J(, only for 6
month.

00/0 ~----+----+---~f--o-JL.---+-----+-----+-----1

Slime
Price

5%
L...

15%
L...

25%
L...

.......------ l*countLeveI------...~

(Percent leu than IocaJ .....,hone~)
(Percent awltch aQle: 4875%.3.so%, 2II2I'l'., 1110%)

(Note: .....uru for 10% Len and 20% Leu _lnterpol8ted from dMa collected).

If a cable television company were to offer local and toll services a. the discount required to compensate

for a telephone number change remains at 11%, even though the absolute proportion of potential

customers is slightly lower than under other scenarios.
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• Willingness to Pay to Keep Telephone Number

Assuming you had to change your number to switch local access providers,
how much would you be willing to pay to keep your telephone number?

TgtaI 'net47)

Notwlfllngto

"'ouIdget
~

11%

Anrtgt Amount WUOna to pay

$4.78 per month

Bue: WIlling to pay (11=I107)

Don' Know
8%

Lqw Incgmt Only 1n.111)

NotwBllngto
peylWould get
~

61%
WlllngtD.-Y~

1'7% ~

....Amount Willing to Ply

SI.65 per month

Base: Willing to pay (n=20)'

• 51'1III11 umple size; us. with ceutlon

While the majority of residence customers (68%) would rather change their number than pay to keep it,

almost one-quarter (24%) of the respondents were willing to pay to retain their number. As these

customers are willing to pay about $5.00 per month to retain their number, it might be possible to offer an

optional number retention service. for those who are willing to pay for it, if number portability is not

available.

Interestingly, the Low Income respondents were willing to pay almost double the amount of the overall

customer base. although a smaller proportion of Low Ir.come customers would be willing to pay (17%).
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